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Abstract

Purpose - This study focuses on long-term orientation that can lead long-term partnership. A long-term orientation needs a
trust and relation commitment between company. So in this study, the researcher conducts a dependent variable as a
justice recognition and brand asset value to research model to find out casual relationship among quoted factors.

Research design, data, and methodology - The focus of this study was employees who work in a liquor distribution
company to figure out factors that effect on long-term relationship in b2b transaction. The development of the research
model is based on the literature of the preceding research analysis of justice recognition, brand asset value, trust, relation
commitment and long-term orientation. This study have constructs that defined operationally by previous studies, research
model design that to figuring casual relationships among the quoted factors.

From 2016 Sep. 1st to Oct. 30th, a questionnaire survey was conducted targeting employees who work in liquor distribution
company. 176 survey data were used for empirical analysis to prove the research hypotheses.

Results — The main results of this study’s empirical methodology were as follows. First, procedural justice and interactive
justice has a positive significant effect on trust and relation commitment. Also brand image, brand awareness and perceived
quality has a positive significant effect on trust and relation commitment. Second, trust and relation commitment has a
positive significant effect on long-term orientation. Every hypothesis adopted as the researcher designed for empirical study.
Conclusions — Based on empirical results, this study confirmed that trust and relation commitment has empirical relationship
with long-term orientation. Based on the analysis, the researcher provided managerial implication by setting 2 way path for
making long-term orientation with business company. First path is procedural justice to relation commitment. It contains that
procedural justice recognised while business transaction execution, consideration intension and relation development will
happen in b2b. Second path is perceived quality to trust. It contains that the perceived quality recognised while business
transaction execution, trust will increase rapidly. So when a business company wants to make a partnership, they have to
consider procedural justice and perceived quality to make a long-term relationship.

Keywords: Procedural Justice, Interactive Justice, Brand Image, Brand Awareness, Perceived Quality, Trust, Relation
Commitment, Long-Term Orientation.
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of ZHOM 1kl A2 7Y 742 3 2/A0|Ct o
ob AN SEEE AL =[H ME ZHof AZ|1Zo] &
GEA Z/H(Kim et al., 2009) K| U= 2AO| SLSHA
E|ICHKorsgaard et al, 1995; Hopkins & Weathington, 2006;
Loi et al,, 2006). HHE Mzt BAZUS XALEA 7|
Xerde SdA7| Z715e MEHME SHAZE = AS
Ao =2 HEHEICE o|2ie 3-EE At A H=0] AZ|
of A =0 ges MKl felezE Az 7|Yo| JHX|1
e 2L o|0x|, EFME QIX|E, X|ZE SHE FHE|O
U= BEHEXRM J7HXE & = UL A ddE A0 7o
BE o[0fX|= 7Y 7t BAO AN AME|LS HESAZE +=
AL H(Biel, 1992), A[2tEl EF £t 7| 7F HE{oAM AE|
oF A =0 F&S FH EICHChumpitaz & Paparoidamis,

<Table 1> Previous Study of Research Factor

2007). OfX[Gtez EME QIX|=& CHE EE0f Hof Ay
Of g &N RACk= 2|42 Sof ChE EME Erf M2(0f

OiXl= g0l As A= WEECL
ot FrIRgdE Sof 719 mEUHME 25
o, M2let HE0M 2ASYUS A ot SYH= |t
Ch A=Y it BAE 7HX|AL fXl5tn o2 =Lt
igoloz

Yo Ho|g + 9lon Mzl ¥ye Tt MY
SFE Y = WASYY IS Fu Uk Aoz W
CHZ|T(Loi et al., 2006), E2HEXtA ZHK|7F 7FK| D Qe AtCH
wol ofet MElAS SN0| BASYUOE ¥HS Fn Sl
HQIR|0| Cfet £Xo| BaMo| N|ECh CHg <Table 1>
ol4nt Ze NSt Halzlof ek

Researcher Subject

Summary

Fu & Fu(2016)

Retailers & Suppliers Relationship

Long-term partnership by trust

Ramanathan & Gunasekaran(2014)

Supply Chain Collaboration

Benefit of Long-term partnership

Kim et al.(2009)

Justice and Trust in Hotel Company

Justice recognition effect on process of trust

Korsgaard et al.(1995) and Trust

Strategic Decision-making Team’s Commitment

Procedural justice’s important role in team relationship

Hopkins & Weathington(2006)

Employee’s Attitude in Downsized Organization| Relationship among justice perception, trust and attitude

Loi et al.(2006) Organizational Commitment & Intention to leave Justice perception’s positive effect in organization
Biel(1992) Brand Equity Brand image drives brand equity in business transaction

Chumpitaz & Paparoidamis(2007) B2B Royalty Relationship among service quality, relationship

satisfaction, trust and commitment
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O MAMIFFO|A LIEILHE Kol E2 MEMXIZL oD P
£ HAISH=7H0| 25t Xto|FOo| LtEfE = RUCH= 7HEO|Ct.
ol2fgt A=A d2 AASEE L= SEE id
QIX|, EXSYEO sHI7HEQX|of gt =2+0] RUAX|ZHVan
et al, 2015), QIAZHEZ HAISH| 28] E2lzl= BASE
of, 1 aFgoM X[2ete Mol 2 CHE AHo|H 1 ZAnt
7 Ct2ECHs Ho| MAARLSZS Soll LB EIICHGreenberg &
Lind, 2000). ASE2aMMe MESH O|HAMA|, HE| ==
59| Q0loj| o8 X|Zt=ICHBies & Moag, 1986) O|2{gt 29I
o= Qlgf| H=2E3EM0| X[Z=ICHH AT 7[ar Lo 7|
& Ztof| MEIZ} F=EH 2A7E wHEE JtsdE THKIA &
£ ZO|C} w2t o|Ant Zo| =29|E &S Sdff Chaa &
2 748 EESIRICL

E 0|k

SES
2 =AU

HAMEXME 20| 7IX|2 AEs 75, H7|sHE &40
ols FOfAtZ} K| ZSHA| El= ERME JHX|7F FIHEO R Csf
X oo|7l ROokls AS otCHAaker, 1992). T E= A
HAE FO0iSH= AIEOAM FOIXRIE X|ZSHA El= SZO[Lt
CIXtel, BEMETE 7kX|2 Q= O|0|X|E SsiA ETE0| CHoY
FIHEQl JHXIE QIX[SHA E|l= ZO|Ct O|2{st BEMERRE
AS = Ue UHFL0| FOZE O[0X|H ECH= HOM ==
8f{o0F & 7J|E0|CHChristodoulides & Chernatony, 2010). A&
ATE SoliLt LIEHt HHES| FYXAE BHMEXE JHK|
2tn g = JA=0, Ol oy AFEAM T2 = UCL IA
37IX| EREAM TN @™, 0o 7|xsh 2, HEA 2
Heoz & ECh 00 7|x3 2EME HHES HHE
7 7R Qe AEIf BHE 2ME XS LIEHLTH(Aaker,
1991), EMETL MAISHH £l O E &S0 TSt AH|X}
7t 8tE5HA El= BEHE X[Alo) CHst XfEEEZ KMSectl
= T UCHKeller, 1993). THEE ZHO|ME= BHEE HFot
7190 BEEe MEA 7|0 EHO| XHit JHX|0|H HAHEX}
i 7HKIE AN R FHFSI0 1 JHK|E mEHske Zo|Ct
(Lassar et al,, 1995). OfX|2toZ A IHHE QA A=
= HAMCEXA JHKE E8St Zd0|CHMotameni & Shahrokhi,
1998). MEtXM oz HINEXIA JHK|= EHEZEH AME|E=
Cifot BAE oEH Q52 Sof AHEE HEE AH|XAER
B o|Zoil= |E0tE K|t Zol2tn & 4= RULCE kA HEl
EXE 7HKIE O|R &= Q0l0l= CHYTH BlS0| EXg =+
Aol 0| 5 I BEE HEHECH= HFAES A
oo o 1 40| CHstn ol B&S HOoln QUCt
2 gT0ME BER-EXK 7HXE F45s Q2 HHEO
A MEHE ZEstn BHES MZAEl= EIE O|d|X|(Biel,
1992), AH|XP7L OflTh H|ZHFO| AXKE|0] Y= BEHEE
OlAl e = 3|AMSH 4= Qe HEHE QIX|E(Macdonald & Sharp,
2000), oftfst HAMETL 27 HIHE QL Hjws]| MAEQ ZH
o R4S LIEHHE X|ZE EZ(Sweeney et al., 1999)2
HBMCXA JHK|9] Qf1ox2 MASIQICE B2C(Business to
Customer)Z 00| A EMEXI JHX|7L s F= 2010] Of
of A= Ch= =Xl 2oL}, B2B 200X EEXM 7t

Xlel ggtof CHst Sitts s O|FOXX| %2 Ho|Ct
(Leek & Christodoulides, 2011). £H &M=l AT 7|Qlo] &K
E o[ojX|l= 7| 7+ ZAHof ol MEIZLE MESAZE Jtsd
0| AoM(Biel, 1992), X|ZtEl F& Lot 7| 7F AHeHoAf A2
oF BAEN EEE FA Z=CHChumpitaz & Paparoidamis,
2007). OfX|2toz2 HIHE QIX|EZ&= CHE HHC o H|sf AHAb
O] & YK JCts oAlZ Sl CHE EHMERLDH AMZ|Q}
Ao O|X|l= Fo| U2 A= TEht = U M KA
= OPEE S O BAHE FESE = A2, 2 HF0A
Ce1t 22 742 Sl =Qls 21X} strh

<H5> E2HC o|Ojx|E Alzjof 2HEQI

<H6> HZE O[0jX|= A=Y 8=

<H7> BEC QIX|zE AlZlof 3HXE

<H8> EHE QIX|=&= A=Y S8He s & A

<H9> X|ZtE FE2 20 38HY s & AOICh

Z1gnt 71 7ol HeollM ZxShe AMEl= A YARKEZL
Xralof CHet SHe| offo| HELCh XpilojA o2 WSS
gt Zol2ts TSt 7|BHSHA| §ies{ g Zol2ts TEHo|2t
1 ™O|El 4= QCKTan & Tan, 2000). 7| 7to| AMCHEIO|A|
SHEX %2 WSS HAISHD XHe| 0|22 SiX|X| Zi0|2H=
Q=SS L=sHCHDirks & Ferrin, 2002). SE1t o= HALE0
Me AEIE AH2HE FESHH Fd5tn 2o/l Ef=E 7IF
202t A= He2 Mo|x|1 QCHANnderson & Narus, 1990).
dEls HHE Sl ME2| 0]20| oE5T Ao|gts HEeR
ME 7H0 252 SUAIZ|D Z7IEez oPEEQl e HELE
QX EE0| SOAIZ|AH =ICKMorgan & Hunt, 1994).
719 7t AH2HollM AN = MEIF MEQ| 0|t X0 HH
o Yzsto] WES APt M A0j2k= 40| 5 7
2Rl &7|A 2EolA siE Hel7t Z7HKIE ZHK(A 2 20|zt
£ 7ItHE St ek A2l BAE XSSk A0 St
osks £3isl= 2910|1(Doney & Cannon, 1997), O|0f LC}2}
A7 S0 A 7|80l olX[et JHK|EES| HEYIE &
MELCH AM2[of] FHEE SF =2lz/ UACHDwyer, et al,
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ohet o2 = Aoz mEtet = Qo ofzjet #2 7+
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BASYS ojnEt TXSO| HAIZOl BAS KTl YN 3 QI i
LIEs Zgo2 2o A%Ne Qs Hitt 27 BYe

71903 719 MO LEILES QEkEol a0l B £ 9 34 o
(Huang, 2008), AlZ Q= NTHLTH 7hX] U= BAE S =TS

o
Aotd o2 XEHHQ 2YsS FLOM ECHMoorman et a
A

M °= o " i (ID 2 d7es Soff 3EY A, EWEX T, e, 2A
1992). O|et Z0| A =Y AT 7|1t XHH 2 & 2ol Ja|1 A7|X|SAO| OINIHAHE TSI TXF SHH, M3
o outs 2 o = % N - .
Aol SHE pathl, YUE BAZYS SUEL MEL ops £y 36 Jjug vEoz AT BNg SN
A2 MEfE EIrE o= QUCE J2|3 7| 2t AN S| C}2 <Figure 1>t ZCt.
T Fdass £ 7Igne] #AE Ul 2N )X,
gA7|He dEeE Yolkle AKEezE EHEA &t of Justice
i 22 =9 ¢ thE2el 7HEE =AUt Recognition
Procedural
<H12> 2AZS Y2 F7IXeHdo| 38Xl Jes & Ao|ct Justice
2.5. &7|X|gk Mertce
| Trust
71 2t AHefel d=7hof ¥E2 5 U= ool oSt Z(ch B hsset X oo
alue * ng-Term
S 43 oEMOI HEIE XIZsts US AWK ) A veaion
o & £ UCKKelly & Thibaut, 1978). Z7|X|gd2 el &4 mage S| Ay Ratation
2 ME2 CHAl AHelstele o8 71 HEo|M et
£ X|&™Mo=z QX|8t2{1 dl= EfjE0|CHCzepiel & Gilmore, Brand

Awareness

1987). F7IXggd2 ofiet 230 it 952 <ok M=t
M2E 282 otz SUAFY At7b LEfLHE AHefatA 2kl

Perceived
gt £~ QICKHGanesan & Hess, 1997). 7| 7t Ol8 EAFX}I| Quality /
2l 7|8 2EM MEeol Hou E4E FEFSIH HAE
WHMOZ XA ASEHM SAslEs BT Olefn <Figure 1> Research Model
st AP &E A4+ o 2 9Tk O YAHQI Hajs
HAISH= A2 7[R0 F71HQl M2 7|io] HI8X =M, 3.2. H=0| XA Ho| Ol HHEFO| 74
A Yol =3 ZH, E24d A 59| FFO| /7| ME
O|CHKalwani & Narayandas, 1995). [}2A] E7|X|eEMe = AZEOl EMS QM Q012 ™SI Qo =712 AR
BIXE ARE STAIF|H HE2 DEHME Hdoted 32 O] HQdiH MHALE HIECZ CHZ <Table 2>0|A =l
3k @olo|m, 7|0t 7| MEOA SHHS 7K1 e 2 = Qe Hiet 20| =EH FHolE HMA[SHIILCE

Qo= THEHEIC

<Table 2> Operational Definition

Variables Operational Definition Reference
Gave an opportunity to express your side

Procedural Used consistent standards in evaluating our company’s performance Folger &

. - - Konovsky

Justice Completely candid and frank with our company (1989)
Justice Showed a real interest in trying to be fair
Recognition Estimable behavior of transaction company
Interactive Proper behavior transaction company

. Colquitt (2001
Justice Transaction company’s valid method of communication olauitt ( )

Considering dignity when transaction
Discrimination of transaction company’s brand
A special character of transaction company’s brand

Brand Image Different image from other brand
Have a good feeling when imagine relevant brand

Well knowledge of relevant brand
Brand Asset Brand Easy to remind of transaction company’s brand Keller
Value Awareness Transaction company’s brand is famous in industry (2003)

Transaction company’s brand is widely well-known brand
Overall quality of brand
Perceived Keep maintain high quality
Quality Have a faith of relevant brand’s quality

Have more high quality than other brand
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Variables Operational Definition Reference
Sincere and honest towards transaction company
Work hard to keep the promise made with transaction company
Trust Work together to resolve problems Ganesan &

Interested in the requests of transaction company

Hess (1997)

Trust the information provided by transaction company

Trust the products of transaction company

Diligently selling the products of transaction company

Working hard to maintain the relationship with transaction company

Relation Commitment

Agree with the sales policy of transaction company

Morgan & Hunt

Working hard to maintain the relationship with transaction company (1994)
Speaks for transaction company to other company
Relationship with transaction company gives a sense of self esteem
Have intention to maintain the relationship with transaction company
Long-Term Have intention to extend the business transaction with transaction company Kalwani &
Orientation Long-term relationship with transaction company is without doubt beneficial to Narynads
our company (1995)

Maintenance of long-term relationship with transaction company is important

33. Az oiyel 98
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13jo] B2E Nl elel H2g UBEAd BEiS
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o= LjepyTt 72) 7|t 157t OMAE HIEE 103
0|87 55%(31.3%), 113| O|A 203| O|5}7} 932(52.8%), 21
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<Table 3> Descriptive Statistics

Gender Career

Items Frequency % Items Frequency %
Men 129 73.2 ~5 55 31.2
Women 47 26.8 6-10 91 51.7
11~15 27 15.4

over 15 3 1.7

Age Communication(1 week)

Items | Frequency | % Items Frequency %
20~30 43 24.4 ~10 55 31.3
31~40 87 494 11-20 93 52.8
41~50 37 211 21~30 26 14.8
over 51 9 5.1 over 31 2 1.1

42, N2 U ety 2

MElESMe Clalehs 55 Al ABNO| HES Hols|
9t 2Ao|ck 0|8 S8 LNABYS ol B + o,

Cronbach's Alpha Z|5= {2 7|=o2 HEICh ME=2N
0t =XMEl HE0| Cronbach's Alpha #2=7} 0.841ELCH &=
A LENGen O|E & MEE JHX|D e AR HEHst
O1|:f a |:|.C> EH\HJH 80|'='A-I° ESH Ef%o% g!-E |._T|_x|.
sl o, <Table 4>o1| AT} LFEIL} QLT
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<Table 4> EFA(Exploratory Factor Analysis) Result and Cronbach's alpha Coefficient
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Items Factor1 Factor2 Factor3 Factor4 Factor5 Factor6 Factor7 Factor8 Cr(::;?:h's
PJ1 .801 - 112 -.118 -.066 -.074 -.014 -.013 .051
PJ2 77 -143 .000 -.092 -.068 .099 .042 140
PJ3 .756 -.051 -.032 -.041 .008 -.002 149 122 914
PJ4 .371 .39%4 -.076 -.058 -.049 -.012 -176 .105
1J1 -.072 .790 .041 -.037 -.096 .012 242 -.081
1J2 -.055 777 -.018 104 -.037 -124 -.153 -.021
1J3 -.158 .756 -.077 -.037 -.015 -.036 -.346 .081 874
1J4 .075 742 .065 -.006 .054 .233 -.004 .032
BI1 -.056 279 .864 .014 -.082 .397 -.094 .050
BI2 .089 243 .847 -.031 .027 .238 -.046 .046
BI3 -.019 148 .813 -.041 -.166 .066 .006 .025 901
Bl4 .029 130 .726 .049 .021 .363 .363 -177
BA1 -.002 215 219 .783 .028 .044 -.259 218
BA2 -.018 .255 138 775 .290 -.029 103 -.055
BA3 .032 -.030 136 .760 -.089 .090 .043 137 887
BA4 -.065 -.149 211 .683 .168 -121 -.059 -.021
PQ1 -.070 .044 .240 -.092 .739 .236 -.038 .042
PQ2 .085 -.020 -.086 .045 .628 -.069 .018 -.065
PQ3 .081 -.085 -.016 -.065 .608 -.033 -.072 118 0.841
PQ4 .080 -.140 -.001 -.086 .584 -.045 115 130
TT1 -113 -.030 -.103 -.073 159 .807 .014 -124
TT2 -.099 -127 -.041 -.161 214 794 -107 -.060
TT3 -.025 -.128 -.072 .003 122 775 .032 -115
T4 ~003 043 ~026 081 071 671 000 023 862
TT5 -.023 167 -.012 .027 213 577 -.074 135
TT6 274 .246 107 .002 -.025 .387 -214 169
RC1 -.023 408 .021 -.052 A1 123 .820 -.198
RC2 -.027 .283 .022 -.024 -.025 .239 811 .156
RC3 .010 -.002 -.018 -.007 140 167 .730 .030
RC4 -.044 -.040 .018 183 221 158 .705 -.153 843
RC5 -.063 -.042 .029 A73 313 .158 .658 -.075
RC6 -.201 -.043 -.016 A72 132 140 .602 .018
LO1 -.016 .008 -.053 149 .324 .186 .235 .678
LO2 -.093 137 .078 .269 -.025 .053 -.276 .537
LO3 -.154 185 -.034 .038 -.043 .005 .078 515 859
LO4 .024 -.072 .041 .290 .009 -.080 137 498
eigenvalue 7.826 4.270 2.394 2.158 1.705 1.630 1.248 1.216
cumulative % 21.74 11.86 6.65 5.99 4.73 4.52 3.4 33 KMO: 821
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87jo] 2010 E|oLt TAHBHHO| B0l PIgt Azl
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<Table 5> CFA(Confirmatory Factor Analysis) Result

AAISH 2OIF QolEMo

= 11—

X BAE

=20} IR

| Zat= CH <Table 559t ZtCt

Iltems Factor Loading | Standized FL T
PJ1 1.000 - -
PJ2 0.984 .0501 19.687
PJ3 0.968 .0595 18.206
1J1 1.000 - -
1J2 0.984 .0501 19.687
1J3 0.968 .0595 18.206
1J4 0.966 .0622 18.007
Bl1 1.000 - -
BI2 1.002 .0694 19.778
BI3 912 .0653 14.009
Bl4 .998 .0665 15.144
BA1 1.000 - -
BA2 1.019 .0697 14.704
BA3 .975 .0676 14.463
BA4 .847 .0663 12.848
PQ1 1.000 - -
PQ2 1.075 .0654 14.282
PQ3 1.136 .0801 14.149
PQ4 1.091 .0832 13.424
T 1.000 .0852 12.104
TT2 0.968 .0811 12.144
TT3 0.912 .0693 12.572
TT4 1.125 .0874 13.239
TT5 0.987 .0782
RC1 1.000 - -
RC2 0.975 .0465 14.231
RC3 1.009 .0477 15.560
RC4 1.000 - -
RC5 1.130 .0942 11.349
RC6 1.041 .1044 9.884
LO1 1.000 - -
LO2 .995 .0704 14.146
LO3 .946 .0731 13.000
LO4 .951 .0691 13.713
Model Fit Index Criteria Result Acceptance
CMIN / DF under 2 1.983 fit
RMR under 0.05 0.038 fit
GFlI over 0.9 0.845 not fit
AGFI over 0.9 0.813 not fit
CFlI over 0.9 0.921 fit
NFI over 0.9 0.904 fit
IFI over 0.9 0.932 fit
RMSEA 0.05 ~ 0.1 0.089 fit
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<Table 6> SEM(Structural Equation Model) Fit Index

Fit Index Standard Result Acceptance

CMIN / DF under 2 1.992 fit
RMR under 0.05 0.047 fit

GFlI over 0.9 0.838 not fit

AGFI over 0.9 0.796 not fit
CFlI over 0.9 0.918 fit
NFI over 0.9 0.901 fit
IFI over 0.9 0.924 fit
RMSEA 0.05 ~ 0.1 0.091 fit

-

1 COfZ <Table 7>2 Z2EM ZNE HoF0 ot Z
7t ANE =Qlste] EXMH, MXA <H1> “HASHG2 A
2|0 SEEQ FeE & AO|Ch'= ZEA 7 0.248, T2
2486, P<0.02722 ZFEASFHO| 157k woich Azt
0.248% Z7|8H= Z{Q 2 LIEFLACE <H2>Ql ‘®AIZXAS 2
A=ol SEE FeE & AOICH'E ZE2As7F 0252, T
Zre 2,037, P<0.04322 EX[ZAEAMO0| 1=71e O ofch 2+
=0 02524 ZI15H= Ao =2 LIELRICE <H3>Ql ‘Mo EE
S84 MElo FEER FeES = Ao|ch'= ZEA=t
0.173, T2 1.757, P<0.090C2 L9|4= 10%TZIAM &
opt o2 LIEtHol Mz=EE3FMH0| 157k o oict
ME|ZF 0.173% BT A2 LIEIRICE <H4>Ql ‘M= EtE
SEHE2 A= SYER Fe2 & Ao|ICh= FEA S
7} 0.218, TZS 7.438, P<0.0000Z AtSEEZXAMO| 127}
gt o Ofch BAZR0| 02184 SItsk= A= LIEHRCE
<H5>Ql ‘HIE O|0|X|= AEZ0] S-HAQl He¥2 & Ao|ct’
L ZAZ 47} 0.190, TZHE 3.219, P<0.0002Z H=zHE o|O|
X7t 157K W Ofch ME|ZF 0.190% FItst= Ao = LiE}
WLt <H6>Ql ‘HEC O|0|X|= HAHZYUN =73X9l Je2
Z Z{o|Ct'= ZEBA|2=7} 0.208, TZ+S 4.113, P<0.00022
SHE O[O|X|7t 157K Ijf OjCt 2HAIZ R0 0.208% Z7}st
HOR LIEIGICE <H7>Ql ‘HFE QIX|=& AE0 SEH

gats & AoICk&= ZEA=RIE 0471, TE2 9.647,
P<0.00022 HaC QIX|Z7} 157Fs [ ot Al2[7F 0.171
N Bt A2 LIEFRCE <H8>Ql ‘BEHE QIX|== A
=0 2EEQ IS £ AO|Ch'= FEAH 7L 0.196, Tak
£ 8.124, P<0.00022 2T QIX|Z7t 1Z7p8 MOiCh 2HA|

H
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=0| 0.196% F7tts A2 LIEHCE. <HO>Ql “X|ZtEl
=22 MRlo S8 S = Aolth's BRAIE
0.338, TZk2 1.990, P<0.0492 X|ZtEl EXo0| 1371 0f of
Cf 2|7} 0.338% S7tole A= LIEICE <H10>21 x| 2
EH FE2 =0 s8N IS = Aoth'= F=A
=7} 0.306, TZf2 3.885, P<0.00022 X|ZtEl EEO0| 157}
2 O Oft 2A=R0l 03064 S7idhs A= LIEHSC

<Table 7> Hypothesis Test

<H11>Ql ‘M2l F7|X|edo| 3850 g2 & Aolth'=
ZEAH 27} 0.325, T2 2214, P<0.0142 A7} 1Z7(&
uf Ofch &7[X|2kd0| 0.325% F7t5t= Ho= LIEHRCE Of
Koz <H12>9 ‘TAZ U2 A7|X|2HH0 S3-Hel 2
= Z{o|Ct'= AEALTF 0396, TZHE 2.267, P<0.01022
A Z Y0l 1571 WOt Z7| X240 0.396% FIt5=
Ao 2 LIEFGCE

Path Estimate T P Verification

Procedural Justice — Trust H1 248 2.486 .027 adopt

Procedural Justice — Relation Commitment H2 252 2.037 .043 adopt

Interactive Justice — Trust H3 173 1.757 .090 adopt

Interactive Justice — Relation Commitment H4 218 7.438 .000 adopt

Brand Image - Trust H5 .190 3.219 .000 adopt

Brand Image — Relation Commitment H6 .208 4113 .000 adopt

Brand Awareness — Trust H7 A71 9.647 .000 adopt

Brand Awareness — Relation Commitment H8 .196 8.124 .000 adopt

Perceived Quality - Trust H9 .338 1.990 .049 adopt

Perceived Quality - Relation Commitment H10 .306 3.885 .000 adopt

Trust — Long-Term Orientation H11 325 2.214 .014 adopt

Relation Commitment - Long-Term Orientation H12 .396 2.267 .010 adopt
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